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Abstract 
Media ecology tries to elucidate how much we know or do not know about the media, track down whether we are influenced by 
the information bombardment or not and whether we allow the media messages to direct us. Media ecology is an interdisciplinary 
medium, which strives to establish that media is not only a machine but also a medium changing our thoughts, emotions, 
perceptions, judgments and values with its messages. This article’s aim is by using literature review to explain the concept of 
media ecology which has been recently included in the communication studies. In this article, with in the framework of media 
ecology, the technological ideological and cultural transformation of media and the effect of this transformation to the media’s 
structure has been written and how the media with this disturbed ecological structure effects the individuals has been discussed.  
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1. Introduction 
Inception of global commercial media is not a novel phenomenon. 20th century export market products such as 
cinema, television, music and books are already produced by Western countries and particularly by the USA. 
However, contents of national media systems are reserved for national control and ownership. After the 1990s, 
global media companies became a transnational power, overtaking the world information network through the 
support and ownership of multinational companies. With the exploitative understanding of capitalism, these media 
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companies perceive the whole world as their own property and do as they wish by disregarding nation-states. To be 
able to use felicities of the world, which are shared through treaties such as the MAI, G8 countries and multinational 
companies are financially supported by the World Bank and the IMF; whereas ideological support stems from the 
global media. In this way, multinational media companies carry out the function of mediators, who advertise, 
preserve and disseminate the modern world and its fundamental elements, particularly multinational companies that 
ideologically support the centre of the modern world. 
Media, which is used by the capitalist system for social control, is a tool that enables the establishment and 
sustainability of hegemony of productive forces. Hegemony is compulsory and it has to function rigidly, because 
social experiences of secondary classes always contradict with the picture drawn by dominant ideologies both for 
themselves and for social relationships. In other words, the dominant ideology constantly confronts with resilience, 
which it has to overcome in order to obtain people’s consent for the social order it is trying to cultivate. This 
resilience may be broken, yet it can never be completely destroyed. For this reason, victory of the hegemony and the 
consent it obtains are inevitably unstable; therefore, hegemony has to be continuously re-gained and re-negotiated. 
The task of media is to keep the dominant ideology alive and to smooth the extreme points of this resilience within 
the society.  
Media, which needs to carry out its task to audit legislation, execution and jurisdiction and to report their 
malfunctioning, has become a part of the system. Thus, its position retreated from controlling to the one being 
controlled. Media’s ecology is ruined, since media has became a tool for social control of political and economic 
powers. When we think of society as a living organism and media as an indispensable part of this organism, it is 
evident that deterioration in media’s ecology will influence the entire society. 
In the manifesto of the Immediast Group, which is the most famous organization drawing attention to the 
contamination in the media and led by Noam Chomsky, it is stated that: 
 
Media serves not for public interest, but for the interests of the state and the capital. Media’s 
screen for attack and deception is designed to imprison and hypnotize the possible largest section 
of the people. Only at this time, attention of this section can be sold to advertisers for its scrap 
value and slogans may become useless things which can be reversed by crazy images. State units 
that are protected by an impassable media trench profit from the war. These units make themselves 
comfortable behind a web of plain statements, which prevent dissemination of detailed information 
and formation of mass resistance” (Chomsky, 1993, p. 6).   
 
Media is realized through contents, whose social control is distorted. Conscious distortion of media content in 
line with the interests of the existing system is the job of media professionals and message designers. Media with 
distorted content is programmed for breeding a consumer type for producers in the capitalist world. In this way, 
society becomes an unconscious and illiterate mass that does think nor question, yet that accepts the given as it is.  
 
2. Why is media ecology necessary? 
 
Communication ecology tries to analyse industrial societies in the sphere of communication technology. 
According to this approach, one part of social content of industrial societies should be official bureaucratic 
organisations. One significant characteristics of this approach is the reasonability of simplified knowledge obtained 
as a result of intensive studies through monitoring and surveillance. Within the framework of this understanding, 
information technology and communication are sequential. As Beniger et al. claim, “control revolution” and 
especially surveillance capacity and regulation in the sphere of information are not only necessary for the great 
transformation in industrial technology, but also they are among the determining features left from the modern 
society (Altheide, 1995, p. 9). 
Communication scientists carry out studies on the change in inter-personal communication due to the recent 
developments in communication technologies. They argue that new communication systems as well as registered 
rules and modes of production reinforce individuals to form all their relationships through communication tools and 
machines. They also maintain that mechanization of personal relationships and production along with economic 
changes present a complicated world for the society; and therefore, for the individual. 
Media ecology strives to explain and to reveal the extent to which we know or do not know media; whether we 
are influenced by the information bombarding; and, whether we allow media messages to direct us. In explaining 
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these, it tries to expose consciously hidden media content or content which become invisible since we perceive, 
disregard and underestimate the media as a mere machine. In other words, it seeks to increase media literacy. 
Ontario's provincial standards document links outcomes to the following eight key concepts, which provide a 
theoretical base for all media literacy, and give teachers a common language and framework for discussion. These 
key concepts come into all media literacy activities to varying degrees (Pungente, 2005). 
 
x All media are constructions. This is arguably the most important concept. The media do not simply reflect 
external reality. Rather, they present carefully crafted constructions that reflect many decisions and are the 
result of many determining factors. Media Literacy works towards deconstructing these constructions (i.e., 
to taking them apart to show how they are made). 
x The media construct reality. The media are responsible for the majority of the observations and experiences 
from which we build up our personal understandings of the world and how it works. Much of our view of 
reality is based on media messages that have been preconstructed and have attitudes, interpretations, and 
conclusions already built in. Thus the media, to a great extent, give us our sense of reality. 
x Audiences negotiate meaning in media. If the media provides us with much of the material upon which we 
build our picture of reality, each of us finds or "negotiates" meaning according to individual factors: 
personal needs and anxieties, the pleasures or troubles of the day, racial and sexual attitudes, family and 
cultural background, moral standpoint, and so forth. 
x Media messages have commercial implications. Media literacy aims to encourage awareness of how the 
media are influenced by commercial considerations, and how they impinge on content, technique, and 
distribution." Most media production is a business, and so must make a profit. Questions of ownership and 
control are central: a relatively small number of individuals control what we watch, read and hear in the 
media. 
x Media messages contain ideological and value messages. All media products are advertising in some sense 
proclaiming values and ways of life. The mainstream media convey, explicitly or implicitly, ideological 
messages about such issues as the nature of the good life and the virtue of consumerism, the role of women, 
the acceptance of authority, and unquestioning patriotism. 
x Media messages contain social and political implications. The media have great influence in politics and in 
forming social change. Television can greatly influence the election of a national leader on the basis of 
image. The media involve us in concerns such as civil rights issues, famines in Africa, and the AIDS 
epidemic. They give us an intimate sense of national issues and global concerns so that we have become 
McLuhan's Global Village. 
x Form and content are closely related in media messages. As Marshall McLuhan noted, each medium has its 
own grammar and codifies reality in its own particular way. Different media will report the same event, but 
create different impressions and messages. 
x Each medium has a unique aesthetic form. Just as we notice the pleasing rhythms of certain pieces of 
poetry or prose, so we ought to be able to enjoy the pleasing forms and effects of the different media. 
 
Media ecology is a study aiming to prove that media is not only a machine, but rather an environment, which 
changes our thoughts, emotions, perceptions, judgments and values through its messages. Neil Postman, in his 
article explaining what media ecology is, defines this concept as; “media ecology looks into the matter of how 
media of communication affect human perception, understanding, feeling, and value; and how our interaction with 
media facilitates or impedes our chances of survival” (Postman, 2011). 
Media ecology is a multidisciplinary perspective on culture and communication within the framework of 
approaches listed below:   
  
x Human culture is a complex system, shaped by economic, social, political and personal meanings and 
framed by coded habits, different media messages, signs and symbols. 
x Signs, symbols and media messages, through which we shape our worlds, are not neutral media 
transmitters. On the contrary, they deeply delineate the ways in which we decide what to consider in 
forming our values; how to interact with each other and what to know and to what extent.   
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x Transformations in communication media include changes in the dominant sign systems of different 
cultures, changes in sign transmission technologies and changes in the political/economic structuring of 
media. These changes are important in the shaping of cultural ecology as well as in the structuration of 
human thought, values and habits. 
x These transformations in communication and culture should not be understood within the framework of the 
reductionist paradigm. Instead, they should be acknowledged as the as the primary carriers of culture acting 
as the privileged material of social, psychological or economic powers. An ecological study should be 
pursued in this direction. 
x Media ecologists have to truly know and understand developments in the production of meaning, nature of 
signs and symbols, their cultural history and media as well as the interaction of media with various 
economic and political structures. Social structures and institutions are moulded by the historical and 
cultural content, which enable their development. Cultural and historical content, which primarily form 
ideologies, values and habits of social institutions and formations, construct human thoughts. 
x Media ecology is a study on the following: influence of developing meaning production on inter-personal 
relationships; technologies we use in coding, symbolizing and explaining meanings; media and sign 
systems; media which carries the characteristic of an institution shaped by political, social and economic 
contents; and the human, who shapes her world through the interaction with media. 
 
Deterioration of media’s ecology; and as a result, increasing cultural, social and political corruption of 
individuals making up the society put forth the fact that some things need to be fixed. Someone has to actively 
demand for ending this state of affairs from the powers that corrupt media ecology and take advantage of this 
corruption. Those individuals, who will make this demand, should first of all be informed about the destroying and 
deteriorating influences of the media and should know media contents well. In other words, firstly dissemination of 
media literacy is essential. Individuals, who obtain this education, will ask for news producing citizens, in other 
words bio-news, instead of news producing consumers. 
 
3. The demand for bio-news  
Ignacio Ramonet, who coined the concept “bio-news”, states that complete deterioration of content due to the 
change in media’s ownership structure, technology and its ideology in line with the globalization of the capitalist 
system should be averted. He highlights that the only way out is through raising public awareness and raising 
people’s voices as the fifth power. That is to say, if we want to see bio-news on the media, we should demand bio-
news ourselves, instead of waiting it to be served in front of us as a favour. Ramonet claims that re-organization of 
media ecology can be realized through the enforcements enacted by societies. He explains the necessity to revive 
original news and the vitality of bio-news in the following way: 
Knowledge has become so abundant that it has almost become the fifth element in our globalized 
world. However, at the same time, people started to be aware of the fact that news is spoiled like 
food. News poison our heads, pollute our minds, manipulate us and slowly process ideas, which do 
not belong to us, in our unconsciousness. For this reason, we need to design “news ecology” to be 
able to choose and identify real news amidst a flood of lies. We were, once again, able to see very 
clearly the dread of this situation during the occupation of Iraq. We need to clean the news: 
Today, we should be able to reach some kind of “bio” news, just as we are able to buy less 
poisonous “bio” food. Citizens should mobilize in order to demand respect for truth from the 
media, which is now in the hands of global groups. Because news is only legitimate, when it is 
concerned with research on the truth. 
 
4. Conclusion 
There are various factors influencing, deteriorating and dismantling media ecology. Everyone has a role in 
minimizing these factors. Following are the necessary steps that should be taken for achieving bio-news: 
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x Academicians have to seriously consider effects of media on societies. They should conduct scientific 
research and share their findings with authorities. 
x Politicians, who occupy positions at higher state levels, with the power to organize legal enforcements 
should re-arrange media law for the good of the citizenry in the guidance of academicians (without any 
concern for votes). 
x Non-governmental organizations, scholars, retired journalists and public officials should all together 
organize seminars to increase media literacy, inform citizens, raise awareness and mobilize people.  
x Citizens should quit the expectation that some people will do the best arrangement for them and that they 
will be free-riders. Instead, they should demand the re-organization of media themselves. They should raise 
their voices. They should clearly shout out what they want, rather than consuming whatever is presented. 
x Journalists, who currently have a position, should be aware that this pollution in media will also destroy 
them, when the day of real corruption comes. Thus, they should abandon the role of penmanship of capital 
and side with the society instead. 
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